Introduction
Ever more cities rely on urban marketing concepts to attract investment, industry and tourism. The neglected urban population needs to be recognized and addressed in order to prevent further de-urbanization. Comprehensive, holistic strategies proposing a long-term vision and clear development goals, should address and involve all sectors in the marketing process (Konken 1996: 9 (Krätke 1995: 246) . As such, market-orientated public policies interpret urban management or marketing as a long-term strategy for urban development. All sectors within a city (inhabitants, businesses, tourists. visitors, investors, in¬ terest groups, non-profit organizations and political par¬ ties) are involved (Kotler, Haider & Rein 1994 : 34ff, Kuron 1997 3).
Discourse between cities with comparable local factors has emerged. The importance ofthe image ofthe city as a unique «selling point» is increasing (Beyrow 1998: 15 (Borchert 1994: 417 (Spiegel 1969 : 29, Trieb 1974 . The perceiver determines the perception of the city (Beyrow 1998: 8) . Varying social classes subjectively determine their choice of information, which, in turn, determines spatially relevant activities and their distribution. Urban perception manifests itself in posi¬ tive or negative images of the city or parts thereof.
The image is an important component ofthe urban mar¬ keting concept, as it emphasizes the peculiarity and uniqueness of a city. The image communicates a distinct urban identity, which differs from other cities (Häussermann & Siebel 1992: 29 (Konken 1996: 35, 39 (Funke 1994: 3). (Grabow 1998: 4 
